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STRATEGI MARKETING PUBLIC RELATIONS SEPHORA DI 
TENGAH PANDEMI COVID-19: STUDI KASUS PEMBUKAAN 
TOKO FISIK SEPHORA CABANG MAL GRAND INDONESIA 
ABSTRAK 
 
Oleh: Melinda Salim 
 
 
Perusahaan ritel kosmetik Sephora membuka cabang toko barunya di Mal 
Grand Indonesia meskipun dalam situasi pandemi COVID-19. Untuk memasarkan 
keberadaan toko barunya dan mempersuasi publik agar mau datang berkunjung, maka 
Sephora melaksanakan kegiatan marketing public relations. Penelitian ini bertujuan 
untuk mengetahui strategi marketing public relations yang dilakukan Sephora di tengah 
pandemi COVID-19 dalam proses pembukaan toko fisik Sephora cabang Mal Grand 
Indonesia. Penelitian ini dilakukan dengan paradigma post-positivis dan menggunakan 
metode kualitatif bersifat deskriptif. Data penelitian dikumpulkan melalui wawancara 
dengan dua orang narasumber dari Sephora dan satu orang informan yang merupakan 
praktisi ilmu komunikasi, serta studi dokumen berupa proposal kegiatan marketing, 
press release, dan laporan eksposur kegiatan Sephora Mal Grand Indonesia. Konsep 
yang digunakan dalam penelitian ini adalah marketing public relations dan proses 
Attention Interest Search Action Share. Berdasarkan hasil penelitian dan pembahasan, 
kegiatan pemasaran yang dilakukan Sephora telah mengikuti langkah-langkah dari 
konsep 7-steps marketing public relations strategic planning oleh Whalen. Sephora 
juga sudah memaksimalkan pemanfaatan platform media sosial, pengaruh dari media 
dan KOL, serta kolaborasi dengan Mal Grand Indonesia untuk memotivasi terjadinya 
AISAS. Namun, karena tolak ukur keberhasilan strategi yang terlalu umum, Sephora 
belum dapat mengukur efektivitas dari kegiatan marketing public relations yang 
dilakukannya untuk pembukaan toko cabang di Mal Grand Indonesia. 
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SEPHORA’S MARKETING PUBLIC RELATIONS STRATEGY AMIDST THE 
COVID-19 PANDEMIC: CASE STUDY OF SEPHORA GRAND INDONESIA 
MALL STORE OPENING 
ABSTRACT 
 
By: Melinda Salim 
 
 
The cosmetics retail company Sephora opened its new store branch in Grand Indonesia Mall 
despite being in the middle of the COVID-19 pandemic. To promote the awareness of its new 
store and persuade the public to want to visit the Sephora store in Grand Indonesia Mall, 
Sephora used the marketing public relations strategy. The objective of this thesis is to know 
the marketing public relations strategy used by Sephora amidst the COVID-19 pandemic 
for the opening of its new store branch in Grand Indonesia Mall. This thesis applied post-
positivism paradigm and used a descriptive qualitative approach and case study method. 
The datas are collected through interviews with 2 participants from Sephora and 1 
communication practioner key informant, also through documents such as Sephora Grand 
Indonesia Mall’s marketing proposal, press release, and activity exposure report. The 
concepts used in the thesis are marketing public relations and the Attention Interest Search 
Action Share process. Based on the research, Sephora has followed the steps of Whalen’s 
7-Steps Marketing Public Relations Strategic Planning. Sephora has also maximized the 
use of social media, media and key opinion leaders’ influence, and collaborations with 
Grand Indonesia Mall to create programs that motivate the AISAS process. But since the 
strategy’s success indicators are too general, Sephora has yet to figure out exactly how 
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